I. INTRODUCTION
It is not that I don't have a fear of sharks, it is that I have a respect for them, so that I know any more than if I were to go into the jungle, I would have a fear of tigers, that I would try to lower the odds.
-Peter Benchley (author of Jaws)
Sharks are fish, big fish that are apex predators; 1 yet, people and smaller fish still swim in the sea. "As the most powerful type of nongovernmental organization in the United States today and as the most dynamic form of organization in the world, the large corporation has enormous potential to affect communities for better or for worse."
2 What does this mean for small communities when a large company comes to town? The common dialogue when a large company comes to a small town involves a cost benefit analysis regarding their presence. 3 The introduction of a big superstore or big company headquarters implicates questions regarding: the impact of having the business as a community member (a neighbor, so to speak); the effect on local people (merchants, employees, children, etc.); the repercussions for local businesses, the changes to local law, rules, and regulations; the influence on the use of local resources (including environmental); managing allocation of funding; and the list continues. 4 "Big box stores can be a blessing in that they often act as an anchor for further commercial development. However, some planners also criticize them for diminishing the unique feel of small towns." In revitalizing a commercial corridor such as Ogden Avenue, which stretches from the Goose Island neighborhood of Chicago into the exurbia of the city's outer metro area, a one-size-fits-all approach just won't cut it. By the time Ogden transforms into Route 34 in Oswego, [Illinois] , the corridor is much more oriented to big-box stores and automobile traffic. The challenge for Rod Zenner, Oswego's community development director, is to attract high-profile retail while still maintaining the character of the community. To accomplish this goal, Zenner works to create "unifying architecture" for strip mall developments with names like "Prairie Market" and "Oswego Commons." Id.
6. HALEBSKY, supra note 2, at 4. It is not unusual for local independent businesses to be perceived as failing to operate in the best interest of the community. In fact, the case studies in this book reveal that many small retailers are rather unpopular with some of their fellow townspeople, who accuse them of charging high prices, stocking out-of-style merchandise, providing shoddy service, hiring only their relatives and friends, and having limited hours. respond to economic, social, and environmental concerns. 11 Acting individually or as a united guild in this planning process improves outcomes. This article addresses the benefits of stakeholders making the governance decision to work together, and proactively recognizing the importance of the employees and consumers working in concert. Similarly, local government actors may have a narrowed vision, focusing only on concerns of appearance, aesthetics, and generating taxes. 12 Both local governments and private-sector decision makers have ignored the benefit of developing a retail plan and specific proactive policies. 13 When these types of development plans are analyzed, the analysis usually does not include reference to more than the power of the community at large or the individual local businesses.
14 This article will first briefly set forth the common characteristics of small communities and the aspects that draw business. 15 Next, the article will provide information about big businesses and the impacts they have on small communities, with an emphasis on the Wal-Mart effect. 16 This article provides recommendations for governance decisions from the perspective of the small business owner in the small community, which should be considered tools for the small business in its governance-decision tackle box. 17 When a small business faces the potential (or already existing) entrance of a big fish into the small sea, this article offers considerations for the business' management and board to consider when making decisions related to allocation of resources. 18 This article emphasizes that for a more beneficial transition, particularly for local businesses, decision makers should focus efforts on collaborating their planning with other local businesses and the local government. Moreover, this article emphasizes that one key tool that has been ignored, and should be an integral part of management's and the board's informed decision making, is the power of the employees who will work in the large company and the consumers who will shop there. 20 To this end, this article will set forth the relevant details of the Market Basket Supermarket events from summer 2013, which most notably demonstrate the power flexed by the non-unionized employees and its customers. 21 In light of the strength of the impact of the actions of the other stakeholders, including employees, customers, and the community, this article will conclude with an examination of the inter-related interests of these various stakeholder actions in a small community.
22

II. SMALL TOWNS AND BIG BUSINESS
This section examines the qualities of small communities, and explores why big companies, the big fish, may swim in the small sea of a small community. 23 The section will examine the actual impact that some big companies have brought to these communities-for better or worse.
A. Shopping in Small Towns and Rural Communities
Historians attribute the rise of urban centers in the United States to the infiltration of the railroad. 24 With the start of the nineteenth century, the draw of urban centers fueled the rise of big business. 25 During the early 1900s, technology became the fuel to spur on big business. 26 Retail provides shoppers access to an increasing variety of goods and services, offers jobs to locals, generates local government taxes, encourages a certain type of neighborhood development, and helps to create "a sense of urban life vitality." 27 In the 1950s and 1960s, shopping malls began popping up in the larger centers of trade and changed the American approach to 20 shopping. 28 Rural residents found malls attractive for the wide selections, accessibility, parking affordability and availability, comfortable climate, and longer hours of operation. 29 As major forces in the determination of human activity, residential living and retail shopping experiences are the first activities to splinter off and move away from the city center. 30 Researchers have attributed the sometimes irreversible demise of the community "downtown" to the growth of shopping malls. 31 Shopping malls drew the shoppers from downtown to the mall, referred to as an "adjustment of traditional city-center retailers." 32 The impact of shopping malls continues today. It is, however, varied and includes the degradation of the mall to complete inoperability, which plays a key part in reigniting the interest in and success of the downtown.
33
The emphasis on shopping malls shifted in the late 1960s as discount department stores started to appear.
34
"Discernible patterns of integration, combination, diversification, and administration influenced and were influenced by the rise of huge companies and oligopolistic industries. Price competition yielded to other weapons, and the economy adjusted to make room for the young giants in its midst."
35 Now, when big businesses come to town, the impact shows most frequently in retail, restaurants, and lodging. 36 Bentonville is a small town with a population around 35,000 people.
38
A shift happened, yet again, in the 1980s with the increasing rate of expansion of the discount department stores and the addition of a new type of store, referred to as a "category killer."
39
The category killer is a store that specializes in providing a thorough selection of items and services related to a narrow retail category. 40 Rapidly, category killers dominated the marketplace and, as the name suggests, "killed off" smaller, similarly categorized businesses. 41 Early examples of category killer stores that followed this path are Toys"R"Us and Home Depot. 42 When the members of a community would like a big box store, chain store or restaurant, or category killer to enter the community, no matter how prepared the community thinks it has become, the members of the community should consider that they still do not know exactly what they have invited or what will happen as a result. 43 Research has shown that when discount mass merchandisers maintain a store in a community for "an extended period of time," shoppers will tend to shop at these stores, causing a loss of sales at competing stores. 44 For these reasons and others, small communities often experience efforts to keep big companies, namely superstores, out.
B. What Is It About the Big Fish and Little Sea?
Why small towns? Generally, small towns offer comfort. 45 Often, they draw people for quality of life and a sense of belonging 3:22 PM) [hereinafter Small Towns], http://247wallst.com/special-report/2012/09 /27/small-towns-with-the-biggest-businesses/ ("Walmart is the exception, however. The majority of the 500 largest publicly-traded companies in the U.S. are concentrated in the biggest cities. More than one in five are located in one of only nine major U.S. cities, with the majority based in New York, Houston and Atlanta.").
38. to a community. 46 Traffic and crime are generally low. They may be picturesque and offer stimulating recreational activities-the beach, mountains, and festivals-that draw visitors at certain times of the year. A business may launch in a smaller community to gain the advantage of drawing from customers in a region broader than just the community in which the company has opened. 47 Similarly, the chances are high that the new business offers a product or service that is not already offered in the small community.
48 Small communities offer a good starting and operational base for big companies, and the interest in basing the business in the small communities frequently comes from the preferences of founders or owners for their own small communities. 49 On the other hand, communities with smaller populations experience more challenges providing choices and, sometimes, even an option of goods and services. 50 Similarly, the impact of economic difficulties can be more widespread and deeper in small communities.
51
For a company's headquarters, a major city has many attractions, including being in the middle of commercial enterprises and having access to information, services, and products. 52 Cities offer a larger and more diverse potential While all "big box" retailers are big fish companies for the purposes of this article, not all big fish companies are "big box" retailers.
Wal-Mart fits the definition of a big fish. Wal-Mart is headquartered in a small town, and it initially located its stores in small southern towns.
62 Small rural towns provided opportunities for Wal-Mart to keep its operating expenses low, with an emphasis on payroll and rent.
63
As a discount mega-store, Wal-Mart 60. Small Towns, supra note 37.
[T]here are several small towns, cities, and suburbs that are home to at least two of [the] country's largest companies. In two cases, six fortune 500 companies are headquartered in these cities. experienced quick retail dominance in these communities. 64 Those in favor of bringing Wal-Mart to town credit the move with increased tax revenues and jobs, more product choices, and a decrease in product prices. 65 Those against bringing Wal-Mart to town attribute the move with increased traffic, lowered wages, nonunionized jobs, and homogenization of the community. 66 In those communities where Wal-Mart had not previously opened a store, the survivability of other general merchandise stores declined immediately after Wal-Mart moved in.
67 Similar to Wal-Mart's approach, another big fish, Target, selectively targets markets for retail dominance. 69 The study compared these forty counties with forty-nine counties of similar size without a Wal-Mart store, analyzing 1985 to 2005 job numbers, number of firms, population, incomes, and poverty levels. 70 Fedgazette found that contrary to feared problems that communities hope to avoid associated with Wal-Mart coming to town, such as destruction of local business and jobs, the study found that local communities actually experienced growth of local business, increased employment, and stronger earnings.
71 "The research does suggest that retail earnings per job fell in virtually all counties studied. But they actually fell by less in Wal-Mart counties." 72 Among other things, the Fedgazette study determined that over two decades personal income grew almost identically in Wal-Mart and non-Wal-Mart communities. 73 The researchers determined that the existence of Wal-Mart had little influence on income growth.
74
The study also showed that in the Ninth District between 1985 and 1997, both non-Wal-Mart communities and Wal-Mart communities experienced similar declines in the number of general merchandise stores. 75 With regard to employment, however, the Fedgazette study showed that median employment growth was higher in Wal-Mart communities than non-Wal-Mart communities. . "This is due in part to five booming non-Wal-Mart counties (out of [forty-nine]) that saw employment growth exceed 100 percent over this period; all but one border a metro county." Id.
While many efforts to pinpoint the locations of high-growth companies study only high-population metropolitan regions, the NCOE took another tack and combed through census data that lists annual
Further, the growth in taxable sales matched or was higher in Wal-Mart communities versus non-Wal-Mart communities. 77 The Fedgazette researchers also determined that in Wal-Mart towns, poverty rates decreased less than in the surrounding communities. 78 Given that the results of this study showed plusses and minuses, and with small effects both ways, some have said the effects may cancel each other out. 79 Others have read the results as showing most strongly that when Wal-Mart comes to town, there is no prediction of the effect on the community's economic success. 80 In any case, the impacts are important for business governance decision making.
In a study conducted looking at thirty-four Iowa towns that had Wal-Mart stores for ten years or more, the researchers compared the information to fifteen towns that did not have Wal-Mart stores. 81 The population of all of these towns was between 5000 and 40,000 people. 82 The Iowa study showed the correlative impacts of Wal-Mart on the communities in which the stores are located and the surrounding communities. 83 In Wal-Mart towns, by the second year after the opening of a Wal-Mart store, total sales increased by employment at every company in every county in the country. It was specifically looking for companies where employment grew by 15% or more per year between 1992 and 1997, or where the workforces at least doubled over the same period. Nationwide, fewer than 5% of companies meet that criteria. 6% and maintained that status through year seven. 84 Beginning in the eighth year, however, a decline in sales led to sales figures 10% below pre-Wal-Mart numbers by year ten. 85 The researchers concluded that this decline was most likely due to the impact of several mass merchandiser stores opening in the region that took shoppers that previously made the trip to the Wal-Mart town. 86 The Iowa study showed sales at eating and drinking establishments in Wal-Mart towns increased 3% to 7% compared to the statewide average. In contrast, the non-Wal-Mart towns experienced an immediate decline that, after ten years, left sales at 9% under the statewide average. 87 The researchers determined that these results showed that people actually leave non-Wal-Mart towns to go shop at Wal-Mart (referred to as "destination retail") and, therefore, frequent the establishments in the Wal-Mart towns while shopping at Wal-Mart. 88 Thus, the researchers saw a positive effect for eating and drinking establishments in Wal-Mart towns due to the store's power to draw people from outside that small community.
The Iowa study also showed impacts in specific retail categories. One such finding determined that stores selling home furnishings experienced only a slight decline when Wal-Mart came to town, versus non-Wal-Mart towns where sales ended up declining by 31% after ten years. 89 A conclusion drawn from this finding was that when people came to shop at Wal-Mart, they took the opportunity to shop for home furnishings in the same 84 A few retailers-Cabela's and Bass Pro come to mind-have mastered the ultimate illusion of "destination retail," enticing shoppers from great distances. In the case of Cabela's, the bait is pseudo-outdoors settings such as its Conservation Mountain store centerpieces with wildgame taxidermy. In some cases, these attractions are legally structured as a condominium within the store and owned by the local government (as a pseudo-museum), and are therefore exempt from property taxes.
Id.
89. Stone, supra note 8, at 192-96. community. 90 Contrarily, the study found that building materials stores in Wal-Mart and non-Wal-Mart communities for the first few years suffered immediate and mediocre sale declines after a Wal-Mart store opened. 91 According to the Iowa study, after seven years, building material sales experienced a 20% decline. 92 Interestingly, sales figures started improving around the eighth year after a store opened. 93 Ten years after the opening, sales figures showed a 4% improvement over sales from before the Wal-Mart store opened.
94
Looking at apparel sales, the Iowa study found that after ten years, sales dropped for apparel stores in Wal-Mart towns to 28% below the sales figures from the time before the store opened.
95 In non-Wal-Mart towns, the apparel stores' sales numbers experienced the same decline. 96 The study determined that low-end apparel stores that competed directly with Wal-Mart suffered the losses.
97
Specialty stores also experienced a decline in sales-10% in Wal-Mart towns after three years, and, after experiencing a brief improvement, declined further to 17% by the end of the tenth year.
98 In non-Wal-Mart towns, the sales at specialty stores declined to 29% by the end of the seventh year. 99 The researchers determined that these results evidenced that the stores selling the same products as Wal-Mart lost sales.
100
The Iowa study also showed that communities with a population of 5000 people or less were the most affected by discount mass merchandisers. 101 nearby, the community with a population of 5000 people or less did not have enough retail establishments to engage customers to stay in the small community at home.
102
The consulting firm Civic Economics conducted studies that showed that retail chains, as compared to local businesses, generally pay lower wages and provide fewer benefits. 103 The firm's studies have shown that retail chains provide fewer positive impacts on the economics of local communities-they buy less, bank locally less, and provide less support of community events. 104 A survey and corresponding analysis conducted by the Institute for Local SelfReliance (ILSR) showed that local businesses experience challenges in their efforts to secure financing necessary to grow the business in comparison to the experience of big business. 105 The ILSR research revealed that since 2000, loans from banks to big businesses grew 36%, whereas loans to small businesses fell 14%, and "micro" businesses loans (loans under $100,000) fell 33%. These studies offer insight into the impact of the big fish moving into the small sea. Without access to the types of information offered by these studies, local businesses facing the entrance of a big fish into the small sea will not be able make informed decisions. Further, no study exists that offers insight into the impact that locally employed employees at the new big fish or big fish consumers can have on the big fish's behavior.
III. RECOMMENDATIONS FOR THE SMALL FISH AND SMALL SEA
What does this often discussed and analyzed dynamic mean for business transactions in small communities? This article examines certain recommendations in light of the above described big fishsmall sea characteristics.
111 Putting a new spin on the old story of the Big Fish in the Small Sea, the article then examines this dynamic in light of the implications from the events that occurred during the summer of 2013 with Market Basket supermarkets.
112
A. General Recommendations: Some Tools in the Tackle Box
The impact of small companies in small communities rarely amounts to the impact made by big companies. 113 The big fish have the large size and scale that leads to such business having a significant impact on the community. 114 This big fish may be the community's "largest local employer, the single biggest local taxpayer, the leading purchaser of locally produced products, or the dominant seller of everyday consumer goods." 115 The big fish may also, generally, have a bigger impact due to their ability to allocate more resources to manage public opinion, decisionmaking, and discourse over individual, small, local businesses. As suggested earlier in this article, many communities wish to make efforts to keep big companies from opening up shop. 118 The major participants in the process of bringing to town or repelling the big companies are the community governments and privatesector decision makers. 119 These two actors often have competing interests and missions. 120 The government attempts to enhance public welfare and strengthen community economics. 121 Often community administrators look at community development from a short-term view, which emphasizes employment and increasing tax revenue.
122 This short-term view tends to ignore the long-term implications that may result, such as the loss of local business. 123 The loss of local business counters the short-term benefits by reducing employment and tax revenue. 124 What should these administrators do? They should talk to people who run the local businesses to more fully understand how this part of the economy works, the identified problems, and suggested solutions. Private-sector participants, such as the local businesses, endeavor to maximize their profits. 126 Sometimes the effort to repel big companies comes from people concerned about maintaining the historical and natural integrity of the community. 127 More often, however, the greatest effort to repel comes from the people who own and run local stores who worry that the big company will trounce their little shop.
128 When a big company comes to town, the situation may satisfy, if not please, both sides of the debate upon implementation of specific strategies, programs, and regulations.
129
Together the private-sector and public administrators need to develop a plan to prop up the long-term economic viability of the 118. Stone, supra note 8, at 199. 119. Ozuduru & Guldmann, supra note 11, at 2. "Public officials are placed in difficult situations as they decide whether to recruit and/or approve the establishment of new mass merchandiser stores. There is a need for an educational program aimed at public officials, to help them make better decisions regarding this problem." Stone, supra note 8, at 199 130 One argument is that instead of strategizing to keep out the big fish, a plan should be developed to use community resources to promote the community's economic development. 131 If both private and public parties approach the entry of the big business with a positive attitude, more resources can be spent on the economic development plan-instead of thwarting.
132 All strategic planners, like local administrators, however, should take care not to provide overly generous incentives to big fish that damage the small local businesses or put those local businesses at a disadvantage. 133 Further, the incentives to the big fish, particularly regulatory, should not diminish the potential impact of the local employees that will work at the big fish and the consumers that will shop there.
This plan requires its creators to understand how the local and global economy works, and thereby identifies ways to use these forces to promote economic growth locally, including the creation of well-paying jobs. 
Land Use Planning and Zoning
Land use planning and zoning are two of the greatest tools a community has to give it the power to either thwart a big company 130 135 For example, if entry by the big company is inevitable, as a first step, a community may establish specific and required design rules and pedestrian-friendly guidelines. 136 In this way, small, local companies would be well advised to become a part of this processrecognizing that preserving the community aesthetic will benefit the community and therefore their business, but may also impose obligations upon local, small companies.
A report authored by Chris Duerksen and Robert Blanchard for the American Planning Association titled Belling the Box: Planning for Large-Scale Retail Stores provides helpful information and recommendations on these first stage issues, such as architectural details, colors, relationship with neighboring communities, pedestrian access, parking, and other projects in the area.
137
The recommendations that Duerksen and Blanchard make in the report may be used as a guide for other communities.
138
Examples include: prohibiting "'uninterrupted length of any facade' in excess of 100 horizontal feet," 139 requiring small retail stores in a larger building have separate outside entrances and display windows, 140 and fifty percent as the maximum percentage of off-street parking that may be provided in the area between the front of the main building and the street. 141 Along this line, to preserve the aesthetic of a downtown neighborhood, design rules may be written to require an increased level of architectural detail and treatment to ensure the big company stores fit in better with their new surroundings. 142 Since this is only the first step in 
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managing a big company's entry into the community, the community must also prepare and take additional measures.
143
Legislating to Protect Employees
Anticipatorily, the community may also take legislative measures to protect the people who will be employed in the community and protect their powerful voice. Once again, local, small companies should be involved in this process for various reasons, not the least of which is that the requirements may end up applying to them. For example, the state may pass a requirement that certain, or all, businesses must provide a minimum amount of employee benefits. 144 This mandate responds to not only the ethical issue that the big company should not take advantage of the local employment pool and, therefore, provide reasonable compensation, but also that employees without adequate benefits could place an increased burden on the community's assistance programs.
145 One counter-effect that must be kept in mind is that these requirements increase costs to employers and, therefore, may result in the employers employing fewer local people or charging increased prices for services or products. 
Being Flexible and Efficient
When facing the possible changes associated with having a big fish come to town, all community members involved in bringing the big fish to the little sea must be flexible and efficient. Initially, of course, the flexibility comes in when local stakeholders, such as community administrators and local businesses, work together. The small business that sees the possibility of a big fish coming to town should consider what small fish do in the sea when threatened by, say, a shark. Like a school of fish, a pod, or a shoal, there is safety in numbers. Consequently, a wise governance decision is for each small business to collaborate with other local retailers in an organized manner, such as creating a guild. Take, for example, the guild successfully formed in Edenton, North Carolina in response to a big box retailer. 149 The Edenton guild implemented five primary accomplishments to benefit local merchants, which included: (1) building collaboration with businesses that were not in the downtown region; (2) refining the region of the market; (3) pooling revenue for advertising; (4) coordinating together for special discounts on sales; and (5) collaborating with previously existing chains. 150 As members of the guild, or even without a guild, the local businesses may benefit from referring customers amongst each other. 151 The guild in Edenton had great results when the local businesses pooled their advertising revenue. 152 In this way, the guild members no longer paid for advertising individually and it gave the impression that Edenton offered a satisfying variety of goods and services. 153 As a result, advertisements for local businesses quickly began appearing more frequently in the local newspapers and the ads were larger and more centrally located (i.e., not on the back of the paper).
154 Some local businesses advertised for the first time. 155 In fact, the guild invited the newspaper's advertising editor to attend the guild meetings. 156 The guild took this approach 
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further and did similar advertising campaigns in newspapers of surrounding communities.
157
Market research based on the specific community's size and economics can help determine the type of business a community can support. 158 Local merchants should know the customer demographics to be able to offer the best merchandise choices and respond to other consumer preferences.
159 These demographics will help management figure out whether the line of business and product or service choices fit in and have a greater potential of success in the community. 160 The board or management of these local businesses may determine that an analysis of the local census data would offer the necessary key information, such as the ages, occupations, and incomes of the community members.
161
Depending on the resources available to the small businesses and the decision by management to allocate available resources, another option is to hire marketing firms that will do this legwork 157. Id. ("[S]pecial inserts and full-page ads closer to the front of the paper in an attempt to capture the consumer's attention and give the impression of a large array of brand-name products available in Edenton.").
158. White, supra note 5 (noting with reference to a specific town that could not "sustain apparel and furniture stores as easily as it [could] beauty shops, restaurants, and used-car dealerships"). " [O] ne major asset in attracting businesses to an area can be found in the real estate profession. [The author] encourages planners to find partners in real estate professionals who know their community well." Id. (citation omitted).
159. See KENNETH E. STONE, HOW LOCAL MERCHANTS CAN COMPETE 18 (1997), http://www2.econ.iastate.edu/faculty/stone/10yrstudy.pdf.
160. White, supra note 5 (providing guidance to commercial real estate practitioners).
Each of the country's 394 regions-labor-market areas, as defined by the census-has at least a handful of high-growth companies. . . . "What we say to community leaders is: You need to find out who these fast-growth companies are-typically a lot of these companies, because of their size, are below the radar screen of economic-development people." Forsman, supra note 45.
161. STONE, supra note 159, at 18 (indicating that this information can be found at most public libraries). Another way to get key information is with focus groups. "You may also want to conduct customer focus groups where diverse groups of customers under the direction of a third party moderator to discuss what they like and dislike about your business. These can be done by community colleges, other colleges and universities and by private consultants." Id. and produce a report outlining the information in detail as it relates to the specific line of business.
162
B. Market Basket Implications
The analysis of big fish coming to a small sea usually does not include reference to more than the power of the community at large or the individual local businesses. This article suggests that governance decision making should add the possibility of a more beneficial transition, particularly for local businesses, that should focus efforts and more resources on entering into collaboration for planning 163 -collaborations with other local businesses and the local community government. In order to have an effective plan, the participants need to understand the whole picture and conduct research. In this section, this article underscores that one key tool that has been ignored is the power of employees who will work in a large company and the consumers who will shop there. The impact of both previously ignored players can be best observed and argued by laying out the Market Basket supermarket saga from the summer of 2013. In this saga, the center stage is taken by the shocking, robust performance by non-unionized employees and customers. After laying out the saga, this article will explain the governance guidance to be taken away from the results.
Market Basket is a quintessential example of the family run business that started small in 1916 as a small fish in a small sea. 164 The story of Market Basket, now a large grocery store chain headquartered on the east coast, provides an example of the impact of a large company in a small community. In particular, the Market Basket summer 2013 story uniquely demonstrates how a small community can engage to support one side in large business, the side that engages with the community. This power should wake some slumbering giants-big fish.
Market Basket is owned by Demoulas Super Markets, Inc. (DSM). 165 The company usually locates Market Basket supermarkets 162. Id. 163. Ozuduru & Guldmann, supra note 11 ("If private-sector decision makers become aware of the economic, social and environmental benefits of retail planning to increase economic resilience, and collaborate with public sector decision-makers, then sustainable urban development will be enhanced.").
164. History of Market Basket, MY DEMOULAS, http://www.mydemoulas.net /history (last visited May 30, 2016).
165. Id. In the past, some of the stores had the name Demoulas Market. Now, in shopping centers with other stores in local communities, and frequently Retail Management and Development, Inc., a commonly controlled company, owns the shopping center properties.
166
Despite broiling family strife, the Market Basket chain has been successful. 167 Since 2000, DSM has opened an average of four or five new supermarkets each year and has relocated some of its preexisting stores to new locations that are either newly constructed or newly renovated. 168 Consumer Reports has even ranked DSM as the sixth best supermarket in the nation. 169 The family business has been run by two sides of the Demoulas family, the "Mike side" and the "George side"-referring to the two sons of the founders. 171 After a lengthy trial, a jury found that the Mike Demoulas side of the family had engaged in wrongdoing against the George side of the family.
172 Despite these problems, DSM continued to grow. 173 After the jury trial, and by order of the court, the George side of the family would hold a slight majority of shares in the company as compared to the Mike side. 174 The family factions would also be assigned different classes of shares. 175 The George family faction, embodied by George's son, Arthur S., received Class A shares. Additionally, the court ordered that the board of directors be reorganized to include seven directors. 178 Each class of shares, Class A and Class B, would appoint two directors, either family members or nominees. 179 Together, Class A and Class B would appoint three directors who are "disinterested, independent directors who meet the standards for independence as published by the New York Stock Exchange" (referred to as "A/B directors"). 180 From 1999 to June 2013, a sub-group of the Class A shareholders, referred to as the "Rafaela group," voted consistent with the Class B shareholders. 181 Consequently, the Class B shareholders controlled the selection of the A/B directors, despite Class B constituting a slight minority of the shares. 182 Frequently, therefore, Class B is referred to as the majority controlling block during the 1999 to 2013 time period. During this period, the board appointed Arthur T., a shareholder in the Class B group, as chief executive officer of DSM.
183
The animosity between the family members had not stopped Market Basket from continuing to be a successful, large company with markets all over New England.
184 While Arthur T. ran the company as CEO, Consumer Reports ranked DSM as the seventh supermarket in the nation.
185 DSM, through the leadership of Arthur T., nurtured strong local ties. 186 The company put together a much appreciated retirement compensation fund for employees, with 6500 employees included. 187 In 2014, the fund was valued at over $552 million, with a contribution of $43 million in 2013. One of the issues at the heart of the controversy between the two sides of the family derives from Arthur T.'s decision to fund an employee profit-sharing plan. The Arthur S. side saw funds that could have gone to shareholders go into the profit sharing plan. 191 In January 2009, the board of directors voted five to two to make a restorative payment to the profit sharing plan of $46 million to replace the money lost to Freddie Mac and Fannie Mae.
192
The shareholders from the Arthur S. side of the family sued.
193
The lawsuit dragged on for years. 194 In June 2013, Judge Zobel authorized the plaintiffs to "seek full recovery of the $46 million loss." 195 In June 2013, this saga saw the Rafaela group switch its voting alignment to vote consistent with the Class A shareholders. That Rafaela group held just over 4% of the shares. 196 Correspondingly, the power to control the determination of the Class A/B director slots changed to the Class A shareholders.
197
The Class A shareholders continued to hold a slight majority of shares, and their vote filled the majority of directors' position on the board, including Arthur S. to the board. 198 The shareholders voted by a 209 On July 18, 2014, "We Are Market Basket" held its first rally demanding that the company rehire Arthur T., and asked others to support their efforts. 210 Employees at Market Basket stores around Massachusetts stopped working to boycott Arthur T.'s removal. 211 Customer traffic significantly declined.
212
Toward the end of July 2014, Arthur T. released a statement asking DSM to hire back the employees. 213 His side of the family announced its interest to buy out the other side of the family of their DSM shares. 214 The board of directors met to consider the Class B shareholders' offer and other options. 215 While the board of directors mulled over its options, "We Are Market Basket" held its third rally in Tewksbury. 216 On July 30, 2014, Felicia Thornton and Jams Gooch demanded that boycotting employees return to work by August 4.
217 On Sunday, August 3, Arthur T. issued a statement that he was ready to return to his position of CEO to restore the business. 218 On August 4, the deadline for boycotting employees, DSM held a job fair for potential job applicants. 219 The turnout was low. 220 On August 5, "We Are Market Basket" held its fourth rally in Tewksbury. 221 During this time, Market Basket stores had meager provisions on the shelves. 222 Employees picketed in front of the stores, encouraging consumers to shop elsewhere to support efforts 209 What is this effect? From a small community and local business governance standpoint, it is a tool. It is the force from within. Local people who are employed at the big company or who frequent the big company for business have power if they act cohesively. To this end, the big business is well advised to keep its employees and consumers happy.
Theories of corporate social responsibility set forth the "enlightened self-interest model," which holds that those businesses that participate in and support their local communities will experience success. 238 Some studies have also shown that local merchandisers generate greater benefits for local communities than do big companies. 239 Conduct and decision making of larger businesses derives from the nature of the business beast, corporate or otherwise. 240 The big business is set up to achieve profit maximization for the owners. However, through the enlightened self-interest model, by committing to supporting the local community, larger companies may make a governance decision that is not one that on its face sacrifices profit for the good of the community, as long as there is payback. 241 The theory of enlightened self-interest points out that a big business' socially responsible behavior provides a channel to directly enhance those business' public image. 242 Better public image means an increased chance that local customers and employees will purchase items from a business, that banks will give them "attractive rates" for loans, that suppliers will be fair, and that collaborators will "seek[] it out as partners on lucrative ventures." 243 Constructively, this argument holds that employees within the big business are ensured to receive livable wages and other positive treatments, and consumers remain happy with purchases and the ethos of the big business. 244 The big business gains by increased reputation-linked sales and the small community gains by the power it gains from having a force from within. The local community, through collaboration, ensures that this happens through planning, ordinances, and regulations. As discussed above, the push for zoning, minimum wage and benefit requirements, and customer services benefits the community in and of itself. 245 In addition, it establishes an additional tool for locally grown employees and consumers who will act.
IV. CONCLUSION
Impacts of the big fish coming to the small sea cannot be labeled as completely destructive to the community or to local business. Instead, the impact is a hazy picture. The small community, however, should act proactively to manage the situation to its advantage. Additionally, local businesses have much to gain by taking steps to ensure that the impact heads in a positive direction. Key to this success is staying vigilant, as well as understanding approaches and available tools that have worked for other communities.
This article has set forth the landscape of the small communities and characteristics of the big businesses. In particular, its analysis of studies shows that the impact of big businesses on small communities can become a force that is not all bad and that can be managed. Further, this article presents recommendations that the small community and local businesses should follow, in order to prepare and implement a strategy to deal with the big fish, most notably, being flexible and efficient in order to work together; collaborating between business and administrators; forming a guild; and using the tools previously mentioned. employees working at the big company and of the customers shopping there embodies a stealth tool that showed its true colors in the summer of 2013 with Market Basket. This article urges small communities, particularly local businesses, to proactively ensure that this tool could be used in the future-ensuring well-treated employees and happy customers. Through tools, such as ordinances and regulations, the small fish may be able to ensure that when the boat gets rocked by the big fish, employees and customers can bond together to benefit the small sea from which they come.
